INTRODUCTION AND REVIEW
Thirty years ago, television was the medium that drove the creation of advertising. In 2011, advertisers aggressively are seeking alternatives to television advertising in the wake of escalating costs and decelerating reach. Audience erosion has been attributed to the proliferation of television channels and the increasing popularity of media alternatives such as video rentals, video games, and Internet use. Although the new media options often provide advertisers with the ability to microtarget an advertising message, television remains a reliable-if expensive-medium for achieving broad reach. This article investigates the relatively new phenomenon of online access to television programming in the belief that advertisers can use online streaming television to increase the efficiency of television advertising.
As of April 2010, Nielsen stopped reporting how many channels the average television household receives because a television channel's content is no longer accessed in a single, easily measurable manner (Mandese, 2010) . Television viewers now are able to time-shift content by recording shows or accessing content online. Online streaming television programming, however, offers three important advantages to advertisers seeking to differentiate their media portfolio:
• The advertising environment is very similar to traditional television in that it provides episodic television programs interspersed with commercials.
• Online streaming video (OTV) appeals to a young audience that is difficult to reach on traditional television owing to their light television viewership and heavy usage of technology to avoid advertising.
• The current format of OTV does not provide viewers with the opportunity to zip or zap commercials.
OTV episodic television has been available to consumers since 2008. At present, consumers can access first-run television shows on all of the major network sites including ABC.com, CBS.com, CWTV.com, Fox.com, and NBC.com. Current television programming also can be accessed on content aggregator sites such as Hulu.com, Fancast . com, and TV.com. These aggregator sites are the result of partnerships between networks and production companies and, consequently, offer The research employed online interviews among young adult viewers of online streaming television and traditional television to determine how media differ in terms of use and advertising perceptions and avoidance. Results indicated more similarities than differences. Significant differences regarded the amount of use and viewer attitudes toward advertising. Specifically, young adults watched 62 percent more traditional television than online television and were significantly less tolerant of online television advertising. These findings appeared to reflect the convenience-orientation of online television viewers. Advertisers should note that advertising presence on online streaming television will increase their message frequency among young adults. Both of these advantages may be shortlived. On May 7, 2010, the FCC granted "selectable output control" to content producers (Bond, 2010) . The ruling is intended to prevent the recording, sharing, and piracy of movies that are aired on television prior to release on DVD or Bluray. The ruling establishes a precedent for content providers to disable set-top boxes remotely-a capability that could lead to further efforts to stop viewers from timeshifting programming. If this practice were widely adopted, viewers could lose the ability to fast-forward through television commercials. Although the threat of losing control of the fast-forward button looms in the future, increased commercial clutter on Internet television soon may be a reality. In 2010, the CW network announced its intention to increase the advertising load on its online television episodes to replicate the television advertising load (Friedman, 2010) .
To assess the attractiveness of the online television environment relative to traditional television, advertisers need to understand more about consumers' use of both media. This study will evaluate the differences between the two media types in terms of both reception context and potential advertising effectiveness among young adults.
"Reception context" refers to the degree of audience activity associated with a specific medium. This notion describes why and how a specific consumer target uses a specific medium. Conceptually, it is a composite of motives for use of a specific medium, usage patterns, and affinity for the medium.
"Motives for media use" are defined as "… general dispositions that influence people's actions taken to fulfill a need or want" (Papacharissi and Rubin, 2000) . In 1984, Rubin determined that two kinds of media use-ritual and instrumentalreflected significantly different motives, content preferences, usage levels, affinity for a specific medium, and degree of involvement in the medium. The potential effectiveness of an advertisement depends upon consumers' willingness to view the advertising. In other words, the primary barrier to advertising effectiveness is advertising avoidance. It has been suggested that advertising avoidance in a specific medium is related to perceived advertising clutter (Elliott and Speck, 1998; Greyser, 1973) or advertising intrusiveness in that medium (Li, Edwards, and Lee, 2002) . Although advertising clut- 
RESEARCH QUESTIONS
The purpose of the current research is to Rubin (1984) . Entertainment, the primary motive for both television and OTV groups, is classified as ritual usage.
For each group, two factors were produced by the oblique-rotated, principal axis factoring method employed by Rubin.
For the television group, the first factor had an Eigenvalue of 6.33 and explained 57.5 percent of the total variance. The second factor was less substantial with an Eigenvalue of 1.04, explaining 9.4 percent of the total variance (see Table 3 ). For the OTV group, the first factor had an Eigenvalue of 5.76 and explained 52.4 percent of the total variance. The second factor was less substantial with an Eigenvalue of 1.47, explaining 13.4 percent of the total variance (see Table 4 ).
Independent groups' t-tests revealed that television users were more likely to use the medium for social interaction than OTV users. OTV users, conversely, were more likely to use the medium for convenience and economics (See Table 5 ).
Independent groups' t-tests also revealed that motives for media use varied by gender. Specifically, men were more likely than women to use television and OTV for information, arousal, and excitement than women (Tables 6 and 7) .
Media Content. Both television and OTV users were more likely to watch entertainment types of programming than informational programming (See Table   8 ). Canonical correlation analysis deter- Table 9 ).
An independent t-test revealed that men Table 10 The results indicated that, overall, the television and OTV groups did not differ in terms of program content preference.
Users of television and OTV were more likely to view entertainment content (e.g., comedy and drama) rather than informational content (e.g., news and sports). There was no significant difference between the television and OTV group in terms of affinity for the specific medium.
Among the OTV group, however, men indicated significantly more affinity for the medium. By requiring the same usage experience from all participants, the design gained certainty at the risk of generalizability.
• The research design relied on self- doing" (Rubin, 1981; Papacharissi and Rubin, 2000) .
• Level of Media Use was measured using an established self-reporting process (Rubin, 1984) . Respondents indicated for each of six, 3-hour-long time periods the number of hours and minutes they spent using television or OTV during the previous day.
• Media Content was measured using an established 16-item, five-point Likerttype scale (1 = "Never watch" and 5 = "Regularly watch") to report how often participants watched various categories of television programs (Rubin 1981 (Rubin , 1984 . The program categories included areas such as "Situation Comedies," "News," "Game Shows," and "Reality
Programs."
• Affinity for the Medium was measured using an established five-item, fivepoint Likert-type scale (1 = "Strongly THE FUTURE: ONLINE STREAMING VIDEO disagree " and 5 = "Strongly agree") to assess the importance of each medium importance in the context of the participants ' daily lives (Rubin, 1984) . • Intrusiveness was measured using an established index that summed a sevenitem, five-point Likert-type scale (1 = "Strongly disagree" and 5 = "Strongly agree") regarding their perception of advertising intrusiveness (Li et al., 2002) .
Scale items included "distracting," "disturbing," "forced," "interfering," "intru- • Advertising Avoidance was measured using a four-item, five-point Likert-type scale (1 = "Never" and 5 = "Always")
to assess the respondent's likelihood to engage in specific advertising avoidance behaviors such as "Leave the room during television commercials" (Speck and Elliott, 1998 
